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Ⅰ.Introduction
Thepurposeofthispaperistodevelopanalyticalframeworkforcomparativestudies
onconsumers・perceptionstoretailchainstores.Theresearchisplanningthecomprehen-
sivecomparativestudiesonretailindustriesamongseveralEuropeancountriesandJapan.
Thispapercanbeapartofthatresearch.Thisresearchwilreportonpreliminaryresult
ofCroatianconsumers・perceptionstonationalretailchainsinCroatia.Specificaly,this
studyfocusesonhowmuchtheconsumers・overalsatisfactioniswiththeretailchainsand
whichfactorsinfluencethisoveralsatisfaction.Forthesereasons,anempiricalconsumer
surveyhasbeenconductedandapreliminaryresultwilbereportedinthispaper.Even
thepreliminaryreport,thepapernotonlydealswiththeresearchandtheresultsofthe
researchandtheirimplications,butalsotheconsumervalueandconsumersatisfaction
behindthetheoryisexplained.
Recently,Croatianmarketsarerapidlychangingandvarying.AsFigure1shows,
Croatiaeconomyhasbeengrownforlast15yearssince1992.After2008,economysome-
howdecreased,butitisgettingrecovering.Compoundannualgrowthrateforlast23years
wasabout22.4％.Notonlymacrochange,microeconomicaspecthasbeenalsochanged.
Consumersgotoshopalmosteverydayandmostoftheirshoppingaremadeinstoresof
retailchains.Therearemanytypesofretailchains,then,mostcommononesarethe
fast-movingconsumergoodsretailchains.And,specialtystoresofferingclothes,home
appliancesandotherdurablegoodsareincreasing.InCroatia,goodexampleofthismust
beretailchainLidl.AconsumercanbuyalmostanythinginLidl,fromclothestofishing
rods.Additionaly,risingtrendconcerningretailchainsisthataretailchainhasitsown
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privatebrandswhicharepricedsomewhatbelowotherwidelyknownnationalbrands,but
atthealmostsamelevelofquality,ifnotevenbetter.Itisnotsurprisingthatsuchretail
chains,throughexpansionintheirscopeandoperations,areeatingupsmalconvenience
stores,forvarietiesofgoodsinoneplace.Andincreasingthestoresiteswhereconsumers
candotheirshopping.
Anotherfactorinfluencedtothissituationismodernizedurbanlife.Peopletodaynow
justdon・thavetimetolookfordifferentgoodsindifferentplaces;forinstance,tobuymeat
inoneplaceandfruitsandvegetablesinanother.Thisisalsothereasonwhynumberof
shoppingcentersisgrowingeverywhere.Stil,whateverconsumerseventualybuyinthe
storesoftheirpreferredretailchain,theydemandcertainlevelofqualityofboththegoods
theyarebuyingandtheserviceitself.Namely,consumerssatisfiedqualityofofferingof
retailchainstores（Hackletal.,2000;Mertensonetal.,2007）.Thesestudiessometimes
revealedthestrongrelationbetweenconsumerperceptionandsatisfaction.Whethercon-
sumersweresatisfiedwiththeretailchainornotdependedontheirexpectationsofthe
goodsandserviceandtheiractualperformance（Gomezetal.,2004）.Theextentofthegap
betweenthesetwodetermineshowmuchconsumerswilbesatisfiedordissatisfied.
Previousstudiessometimesdiscussonthatconsumer・ssatisfactionoftenhasbeen
influencedbyconsumervalue.Consumervalueisbasedonperceptionsofcorrectness.
Namely,itisrelatedtowhatisright,whatshouldhappenandwhatshouldnot,howthings
shouldbeandhownot,andthisperceptionisinfluencedbymanythings.Solomonetal.
（2002,pp.3638）definedperceptionas・theprocessbywhichthesestimuliareselected,
organizedandinterpreted・.Intheirmodel,stimuliincludevision,smel,sound,touchand
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Figure1 CroatiaGDPandPPP
（Source:IMFDataSource）
taste,andsoon.Theoreticaly,consumerperceptioninfluencesconsumersatisfaction
throughtheevaluationofconsumervalue（Figure2）.
Ourstudyisplanningthecomparativeinvestigationofconsumerperceptionsbetween
CroatianandJapanese.Here,asafirstproduct,thispaperwilreporttheCroatiaresults.
Toachievethepurpose,thispapershouldbebettertoorganizeasfolows.Thefirstsection
wilshowtheresultofempiricalsurveyofthisresearchbecauseofsharinginformation
aboutCroatianconsumers.Basicaly,itdealswithmethod（s）used,sampleandsampling
process,resultsandimplicationsandlimitationsoftheresearch.Thesecondsectionwil
discussontheoreticalframeworkofthisstudy.Thispartprovidesinsightintowhatcon-
sumersatisfactionis,howitcanbemeasured,whatisconsumervalueandhowisitrelated
tosatisfactionandothermarketingtheory.Finaly,mainpointsandremarksofthepaper
arelaidoutintheconclusionpart.
Ⅱ.SomeFactsonCroatianConsumers
Inthissection,severaloriginalinformationwilbeshown.Thissurveywasdesigned
asfil-outstructuredquestionnairewhichknew therelationbetweenconsumerpercep-
tionsandconsumersatisfactionaboutretailchaininCroatia.Thequestionnaireasthe
researchinstrumentwasdevelopedbasedonsecondarysourcesandownoverviewand
knowledgeonthestudiedproblem.Thequestionnairewasstructuredinthefolowing
way:Firstly,theparticipantswereaskedtonametheretailchaininwhichtheyshopthe
most.Then,sixsetsofquestionsweredesignedthatdealtwithsixdimensionsofshopping
experiencerelatedtoretailchaininquestion.Thesesixdimensionssetsofquestionsin-
clude:location,service,organization,pricesandpromotion,image,privatelabels/brands.
Afterthattheseventhsetofquestionsweregiventotheparticipantstoanswertoand
thiswasabouttheirsatisfactionrelatedtoalthose（previouslymentioned）sixdimensions
aswelasabouttheiroveralsatisfactionwithaparticularretailchain.Eachquestionhad
anattached1to7scaleanswerwhere1meant・Icompletelydisagree・and7meant・I
completelyagree・.Theaim wastocoveralsignificantelementsanddimensionsthat
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Figure2 AnOverviewofthePerceptualProcess
（Source:Solomonetal.,2002,p.37,Figure2.1）
maketotalshoppingexperienceandtoseetowhatexactextentconsumersaresatisfied
witheachspecificelementandeachdimensionofshoppingexperience,inregardstoretail
chaininquestion.Finaly,theparticipantswereaskedtorespondtosocio-demographic
andotherbasicquestions.
Samplecolectedintheendamountedto310participantsoutof449.Samplingprocess
wascarriedoutinawaythatinitialyonlinequestionnairewasdistributedtocoleagues-
studentsandcloseacquaintancesthatwerethenaskedtoforward（thelinkto）theques-
tionnaire,oncetheythemselvesfileditout,totheirownrelatives,friendsandcoleagues.
Intermsofgender,176werewomen,or56.8％ oftotalnumberofparticipants,asopposed
to134men（43.2％）.Of310participants,majorityofthemwereagedfrom18to34years
（181ofthemor58.4％）andtherestwereover35yearsold（129ofthemor41.6％）.
21.Results
Theaimofthissurveyistoknowconsumers・perceptionstoretailchainstores.Con-
sumerperceptions,here,areinfluencedbystimulifromretailstores.Withregardtostim-
uliofretailstore,findingsofstoreimagetheorycanbereferred.Becauseconsumers
constitutewithstoreimagebasedontheirperceptions.Inoneoftheearlystudies,Fisk
（1961）identifiedfourdimensionsofstoreimage:locationaccessibility,merchandisesuit-
ability,valueformoney,saleseffortsandstoreservice.KunkelandBerry（1968）found
theseelevendimensionsofstoreimage:priceofmerchandise,quality,assortment,fashion
ofmerchandises,salespersonnel,salespromotion,advertising,storeatmosphere,locational
accessibility,service,reputationonadjustmentsandotheraccessibilityfactors.Berry
（1969）conductedanotherresearchonstoreimage.Herecognizedconcisefourdimensions
comparedtopreviousresearch.Thesearequalityandvarietyofmerchandize,salesstaff,
andstoreatmosphere.Lindquist（1974）emphasizedoneightdimensionsofstoreimage.
Theyweremerchandize,service,clientele,physicalfacilities,promotion,accessibility,store
atmosphere,institutionalandpost-transaction satisfaction. Furthermore,Doyleand
Fenwick（1974）foundfourstoreimagedimensionsasproduct,price,assortment,styling
andlocation.And,Reardonetal.（1995）measuredstoreimagebysixdimensions:mer-
chandise,atmosphere,value,service,clientele,andconvenient.Thesepreviousstudiesat
leasttreatedwiththesesixdimensions:location,service,organization,pricesandpromo-
tion,image,privatelabels/brands.Asthepreliminaryresults,thisresearchwilreportthe
samedimensions.Additionaly,asthemainresearchpurpose,generalstorereputationwil
beshownaswel.
PopularityofTheChainStores
ForfirstdescriptionofCroatianconsumers,abovesixdimensions（location,service,
organization,pricesandpromotion,image,privatelabels/brands）wilbemainlyshown.
Aspreviouslymentioned,participantsofthesurveywereaskedtonametheretailchainin
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whichtheyshopthemost,firstly.Thebiggestshareoftheparticipants,36.5％ ofthem,
shoppedthemostofteninCroatianretailchainKonzumthatishighlypopularandwide-
spreadonCroatianmarket. Konzum isthenfolowedbyalsopopularretailchain
Spar/Interspar（20.6％）andKaufland（14.5％）andLidl（10.3％）afterwhichotherretail
chainsfolowinTable1.
LocationDimension
Afterthattheparticipantswereaskedtoanswertofirstsetofquestionsrelated
tolocationdimensionofshoppingexperience.Concerningthefirstthreequestions:
1）whethertheretailchainhasacompletelysatisfactorynumberofstores,2）whetherthe
storesareeasilyaccessible,and3）whethertheyhaveadequateparking.Mostofthepar-
ticipants,actualcustomers,eithertotalyagreeormostlyagreefor75.8％,81.6％and75.2％
ofthem,respectively.Then,folowthosewhoagreewiththeseitemstosomeextent12.6％,
10.3％ and10.3％ ofthem,respectively.
Forforthquestion,customersarenotthatsurewhetherthetransportationtothe
storesiscompletelysatisfactorywith21％ statingtheyneitheragreenordisagreeand
16.5％ statingtheyagreetoonlysomeextent,diminishingthenumberofthosewhoeither
mostlyortotalyagreesignificantlyto46.1％.Whenlookingattheaverageofagreement
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Table1 Retailchaininwhichparticipants
shoppedthemost
（N＝310）
RetailChains Share
Konzum 36.5
Spar/Interspar 20.6
Kaufland 14.5
Lidl 10.3
Bila 8.7
Plodine 4.8
NTLgrupa 1.0
Diona 0.6
Tommy 0.6
Others 2.3
Sum（％） 100.0
Table2 Locationdimension
QuestionnaireItems Average
Numberofstoresofthatparticularretailchain（inwhichIshopthemost）is
completelysatisfactory
Storesofthatretailchainareeasilyaccesibleforme
Storesofthatretailchainhaveadequateparking
Publictransportationtothestoresofthatretailchainiscompletelysatisfactory
5.87
6.10
5.88
4.97
Note:1-totalydisagree,2-mostlydisagree,3-somewhatdisagree,4-neitheragreenordisagree,
5-somewhatagree,6-mostlyagree,7-totalyagree
withitemsrelatedtolocation（Table2）,itcanbeseenthatwithaltheitemsexceptthe
lastonetheaverageisbetween5.80and6.10meaningthatthelevelofagreementisrela-
tivelyhigh,incliningtowardmostlyagree.
Thus,itcanbeseenfromthisandfromthecompleteresultsthatshowfrequencyof
eachresponseinpercentage,thatcustomersareingeneralsatisfiedwiththiselement/fac-
torofretailchaininwhichtheyshopthemost.Averageofagreementwithitemsrelated
tolocationareshowninthefolowingtablewhere1representstotaldisagreementand7
totalagreement.
StoreServiceDimension
Movingtothesecondsetofquestionconcerningcomplaisanceorsimplyservice,re-
spondentsneededtostatetheirlevelofagreementordisagreementwithsixitems.Itis
interestingthatwhencomparedtolocationfactorsofretailchainhere（withservice/com-
plaisancefactor）,customersinsignificantmajoritytotalyormostlyagreewithonlyhalf
oftheitems.Specificaly,theyare,1）thestaffoftheretailchainiskindandattentive
（67.1％）,2）thestaffoftheretailchainisneatlyandadequatelydressed（73.9％）,3）inthat
retailchaintheyfeelcomfortableandwelcome（62.3％）.Stil,customersingreatpartagree
tosomeextenttoalitems,however,withvaryingdegree.Othersignificantresponsein
termsofitssharetototalparticipantsandconcerningalitemsarethatrespondentneither
agreesnordisagreeswiththeiteminquestion.
AsshowninTable3,itcanbeseenthatcustomersagreetosomeextentwithalitems
withsomeinclinationtowardsmostlyagreeingasaveragemoveinrangefrom5.27（forthe
chainstaffisprofessionalandinformed）tohigh5.85（fortheitemthatstaffisneatlyand
adequatelydressed）.Asaconsequence,itcanbesaidthatcustomersgeneralyhaveposi-
tiveperceptionsaboutandaresatisfiedwithservice/complaisanceaspectofretailchain
（inwhichtheyshopthemost）aswel.
OrganizationDimension
Respondentsnextansweredtoitemsrelatedtoorganization,arrangementofstoresof
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Table3 Service/complaisancedimension
QuestionnaireItems Average
Thestaffofthatretailchainiskindandattentive
Thestaffofthatretailchainisprofessionalandinformed
Thestaffofthatretailchainiseasilyaccesibleandobliging
Thestaffofthatretailchainhasasuitableappearance（neatlyandadequatly
dressed）
Thereisapleasantatmosphereinthatretailchain
InthatretailchainIfeelcomfartableandwelcome
5.61
5.27
5.28
5.85
5.34
5.54
Note:1-totalydisagree,2-mostlydisagree,3-somewhatdisagree,4-neitheragreenordisagree,
5-somewhatagree,6-mostlyagree,7-totalyagree
theretailchain－therewereeightofthem.Again,customersinsignificantmajority（over
60％）eithermostlyortotalyagreewithhalfoftheitems－firsttwoitems（storesbeing
organizedclearlyandinternalorganizationandtidinessbeingcompletelysatisfactory）
andlasttwoitems（storeshavingbroadassortmentsofproducts/brandsandtheirinteri-
orsbeingspacious）,with64.8％,74.5％,66.1％ and73.2％ ofthemstatingthat,respectively.
Also,againthefolowingmostfrequentresponsetoaltheitemsisthatcustomeragreesto
someextentwiththeitem,thevaryingdegreesagainasinfluencedbythelevelofthose
whomostlyortotalyagree（aswelasfrequencyofotherresponses）.Inalcases,except
thetwo,thepercentageofcustomersneitherdisagreeingnoragreeingisrelativelysmal,
exceptionsbeinglinkedtoitemsaboutthesmelinthestores（16.1％）andaboutsoundin
thebackground（19％）.Worthnoting,however,isquitesubstantialpercentageofcustom-
erswhoweren・tsatisfied,eithertotaly,mostlyorsomewhat,withthenumberofcash
desksinthestores－intotal26.5％ ofthem.AsTable4shown,averageinalcasesexcept
inthecaseofcashdesk（4.83）movefrom 5to5.75meaningthatconsumersonaverage
agreetosomeextentwithsomeinclinationtowardsmostlyagreeing,especialyincasesof
interiorofstoresbeingspacious（5.74）andinternalorganizationandtidinessbeingcom-
pletelysatisfactory（5.75）,folowingthepatternasobservedfromcompleteresults.
PriceandPromotionDimension
Folowingsetofitemsforwhichrespondentsneededtoexpresstheirlevelofagree-
mentordisagreementwaslinkedtopricesandpromotioninretailchain.Thereweresix
itemsintotal.Remarkably,withonlyoneitem－thatmeansofpaymentareacceptable－
thesignificantmajorityofparticipants,87.4％ ofthem,mostlyortotalyagree,whilefor
twoother－thatpricesandpricesrangearecompletelysatisfactoryandthatpromotionis
good－onlywhensummedaswelistheproportionofthosewhoagreetojustsomeextent
doesthethresholdofsignificantmajority（thatagreewiththeitem）isexceeded.（As
previouslyimpliedtheauthorofthispaperconsiderssignificantmajorityasabove60％）
Moreover,itisalsoremarkablethatforthehalfoftheitems,lastthree,thereisasubstan-
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Table4 Organization/arrangementdimension
QuestionnaireItems Average
Storesareorganizedclearly
Internalorganizationandtidinessofstoresiscompletelysatisfactory
Layoutandarrangementofproductsonshelvesislogical
Smelinthestoresispleasant
Sound（musicandmessagesinthebackground）arepleasant
Storeshaveenoughcashdesksthatwork
Storeshavebroadassortmentsofproductsandbrands
Interiorofstoresarespacious,itiseasytomovethroughthem
5.57
5.75
5.33
5.35
5.00
4.83
5.56
5.74
Note:1-totalydisagree,2-mostlydisagree,3-somewhatdisagree,4-neitheragreenordisagree,
5-somewhatagree,6-mostlyagree,7-totalyagree
tialproportionofcustomerswhoweren・tsurewhethertheyagreeordisagreewiththe
iteminquestion－20％,24.5％and37.1％ofthem,respectively.Thisjustdrawstheconclu-
sionthatcustomersweresimplyundecidedanddidn・tknowwhetherthethings,concern-
ingtheseitems,shouldbebetterornot.However,whencoupledwiththeproportionof
thosewhodisagreeinvaryingdegree（somewhat,mostlyortotaly）itissafetosaythat
thingsshouldbebetter.Especialythisisthecasewithretailchainnothavingenough
presentations,tastingsandpromotionswith29％ ofcustomersnotsatisfied,itcanbesaid,
tovaryingdegreewiththataspectoftheretailchain.AsshowninTable5,averagealso
pointedtosomeextenttothis/thoseproblems,asthelowestaverageareforitemsabout
retailchainshavingalotofpresentations,tastingsandpromotions（4.37）andaboutsome-
thingpositivealwayshappeninginthatretailchain（4.48）.Nevertheless,whenlookingat
theaveragefrom othercases,relatedtootheritems,whichmovefrom 5.11（retailchain
offeringprizegames,couponsetc.）tohigh6.27（meansofpaymentareacceptable）,itis
clearthatconsumersonaverageagreetosomeextentwithslighttendencytowardsmostly
agreeing.Thus,itcanbesaidthatingeneralthecustomershavepositiveperceptionsabout
andaresatisfiedwiththisaspect,pricesandpromotions,ofretailchainaswel.
StoreImageDimension
Afterthefourthsetofitemsthatdealtwithpricesandpromotionrespondentswere
askedtogivetheiropinionontheimageoftheretailchain.Herenoteworthyisthatfor
noneoftheitemsthereisnosignificantmajoritythateithertotalyormostlyagree,but
onlywhensummedisalsotheproportionofthosewhoagreetojustsomeextentthe
thresholdforsignificantmajority（thatagreealthoughtovaryingdegree）isexceeded.
Interestinglyeventhenthispercentageofthosecustomerswhoagreetovaryingdegreeto
theitemsisbelow80％ foraltheitems,leavingasubstantialamountofthosewhoeither
disagreetovaryingdegreeor,mainly,areundecided.Specificaly,forthefifthitem－that
retailchainissocialyresponsible－thereisagreatproportionofrespondents,customers
thatneitheragreenordisagree（45.5％ ofthem）,whilefortheitemsaboutretailchain
keepingitspromisesandtakingcareofitscustomersthisproportionismuchlessbutstil
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Table5 Pricesandpromotion
QuestionnaireItems Avarage
Pricesandpricesrangeinthisretailchainiscompletelysatisfactory
Meansofpaymentareacceptable
Promotionatthepointofsaleisgoodanditcanbeeasilyseenwhatisnew
Retailchainofferslotofprizegames,couponsandpromotionaldiscountsand
actions
Retailchainhasalotofpresentations,tastingsandpromotions
Inthatretailchainalwayssomethingpositiveishappening
5.33
6.27
5.37
5.11
4.37
4.48
Note:1-totalydisagree,2-mostlydisagree,3-somewhatdisagree,4-neitheragreenordisagree,
5-somewhatagree,6-mostlyagree,7-totalyagree
prominent－19.4％and20％ofthem,respectively.Again,thisisreflectedinloweraverage
（observedintable13）linkedtotheseitems－4.37,5.09and5.16respectively－andalthough
itisclearthatcustomersingeneralhaveagoodimageoftheretailchain,consideringal
theitemswithexceptionoftheitemaboutretailchainbeingsocialyresponsible,thereis
somewhatgreatertendencytowardsuncertaintyanddisagreement.
MerchandiseDimension
Inpreviousmanyinvestigations,merchandisehasbeencopedwiththedominant
dimensioninstoreimage.Comparedtothreedecadesago,recentassortmentsaregetting
toconcentratingtonationalprevailingproducts.Rather,privatelabelassortmentsmust
besuitedtoconsiderasmerchandisedimensioninthisresearch.Beforetheseventhsetof
questions/itemsthatdealtwithlevelofsatisfactionwitheachaspectofretailchainand
relatedshoppingexperienceandoveralsatisfactionwithretailchain,respondentsneeded
tostatetheirlevelofagreementordisagreementwithitemsregardingtheprivatelabelsof
retailchain.Here,situationissomewhatbetterwithhigherlevelofagreementconsidering
thatfortwoitemsthesignificantmajorityeithermostlyortotalyagree（thistwoitems
beingthatretailchainhasbroadrangeofproductsofwel-knownbrandsandenoughits
own（privatelabel）products）－61.6％ and68.4％ respectively－whilefortherestofthe
itemsthesucceedingbiggestproportionisofconsumerswhotosomeextentagreewiththe
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Table6 Storeimagedimension
QuestionnaireItems Average
Retailchainhasagoodreputation
Retailchainhasmytrustandrespect
Retailchainissuccessfulandprofessional
Retailchaintakescareofitscustomers
Retailchainsissocialyresponsilbe（e.g.hasfairrelationwithitssupliers）
Retailchainkeepsitspromises（regardingquality,pricesandrelationwithcus-
tomersingeneral）
5.37
5.33
5.45
5.16
4.37
5.09
Note:1-totalydisagree,2-mostlydisagree,3-somewhatdisagree,4-neitheragreenordisagree,
5-somewhatagree,6-mostlyagree,7-totalyagree
Table7 Merchandisedimension
QuestionnaireItems Average
Retailchainhasbroadrangeofproductsofwel-knownbrands
Assortmentofproductsofalbrandsinthatretailchainiscompletelysatisfactory
Inthatretailchainthereisenoughownproductsofretailchain（privatelabels）
Assortmentofproducts（privatelabels）iscompletelysatisfactory
Qualityofprivatelabelproductsinregardstotheirpricesiscompletelysatisfactory
Pricesofproductsofretailchain（privatelabels）arecompletelysatisfactory
Privatelabelproductsandproductsofwel-knownbrandsareofequalquality
5.47
5.35
570
5.36
5.27
5.40
4.77
Note:1-totalydisagree,2-mostlydisagree,3-somewhatdisagree,4-neitheragreenordisagree,
5-somewhatagree,6-mostlyagree,7-totalyagree
iteminquestion.Besides,justbylookingattheaverageintable7linkedtoeachitem,it
isclearthatsituationisbetterasforthreeitemsaveragearecloseorabove5.50.Again,
concerningcompleteresults,whatfolowsistheproportionofthosewhoneitheragreenor
disagreewiththeitemswhichislargestforthelastitemthatqualityofprivatelabelprod-
uctsmatchthequalityofotherproductsofwel-knownbrands,averagegradeforthatitem
beinglowest,4.37.Whencoupledwiththeproportionsofthosewhodisagreewiththeitem
tovaryingdegreedrawncanbetheconclusionthatcustomersareconcernedaboutthe
qualityoftheprivatelabelswhichisnotthatsurprising,consideringthatprivatelabel
productsareusualyoflowerpriceandconsumerstendtoassociatethelowerpricewith
lowerquality,andvice-versa,althoughthismaynotbethecase.
SatisfactionDimension
Finaly,therespondentswereaskedtostatetheirpreciselevelofsatisfactionwith
eachaspectoftheretailchainandwithretailchaininoveral.Highlevelofsatisfaction,
characterizedbysignificantmajorityeithermostlyortotalybeingsatisfied,wasshownin
fivecasesplusinthecaseofoveralsatisfaction.Thesewere:satisfactionwithalthe
brandsbeingsoldintheretailchain（69.4％ ofrespondentswhoweremostlyortotaly
satisfied）whichcanbesaidfalsunderserviceaspectofretailchainandrelatedshopping
experience;satisfactionwithlocationwasnoticeablyhigher（78.1％）;satisfactionwith
employees（66.2％）whichisservice/complaisanceaspect;satisfactionwithinteriordesign
andorganization（63.2％）;andsatisfactionwiththeimageandreputationoftheretail
chainwhichjustreachedthesignificantmajoritythreshold（60％）.Overalwiththeretail
chainmostlyortotalysatisfiedweresignificant71.3％ ofrespondents,customers.Yet
again,thefolowingbiggestproportionofrespondentswasofthosewhoweresatisfied
somewhatwithaltheaspectsoftheretailchainandrelatedshoppingexperienceandin
overal.Thegreatestindecision,seeninproportionofthosewhowereneithersatisfiednor
dissatisfied,wasinregardsprivatelabelsoftheretailchain（14.5％ ofthetotalsample）,
folowedbyimageandreputation（13.2％ ofthetotalsample）.Therefore,itcanbeappro-
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Table8 Satisfactiondimension
QuestionnaireItems Total
Mysatisfactionwithalbrandsthataresoldatthatretailchaincanbedescribedas:
Mysatisfactionwithprivatelabelsofthatretailchainsis:
Mysatisfactionwithlocationofthestoresofthatretailchain:
Mysatisfactionwithemployeesofthatretailchain:
Mysatisfactionwithinteriordesingandorganizationodstoresofthatretailchain:
Mysatisfactionwithpricesinthatretailchain:
Mysatisfactionwithimageandreputationoftheretailchain:
OVERALLI・msatisfiedwiththatretailchain:
5.65
5.27
6.00
5.64
5.53
5.27
5.40
5.71
Note:1-completelydissatisfied,2-mostlydissatisfied,3-somewhatdissatisfied,4-neitherdissatisfied
norsatisfied,5-somewhatsatisfied,6-mostlysatisfiedagree,7-completelysatisfied
priatetosaidthatcustomersaregeneralysatisfiedwitheachaspectofretailchainsand
specificalyinoveralwithretailchainsinCroatiawhere91.6％ ofrespondents,actual
customers,reportedbeingsatisfiedtoavaryingdegree.Thisisalsoconfirmedwhenlook-
ingattheaverageinTable8.Inonlythreecasesoutofeight,doestheaveragegradefal
below5.50,thesethreebeingsatisfactionwithprivatelabels,withpricesandwithimage
andreputationofthatparticularretailchain－5.27,5.27and5.40respectively－whileinrest
ofthecasesaveragegradewasbetween5.53and6.00whichspelsoutagreatinclination
ofconsumerstowardsmostlyagreeingandfolowsapatternofcompleteresults.
Onaverage,clearlytheoveralsatisfactionofconsumerswiththeretailchains
amountsto5.71meaningconsumersaresomewhatsatisfiedwithgreattendencytowards
beingmostlysatisfied,howeverforsingleretailchainsaverageforoveralsatisfactiongoes
asshownintable9.It・sinterestingthatalthoughthebiggestproportionofconsumers
shopsthemostinKonzum（36.5％）thelevelofoveralsatisfactionisnotthathigh,while
forBilawhichhasrelativelylowproportionofthosewhoshopthemostthere（8.7％）has
relativelyhighlevelofoveralsatisfaction.Inaddition,Lidlwith10.3％ofthosewhoshop
themosttherehasthehighestlevelofoveralsatisfactionandisthenfolowedby
Spar/Intersparwhichhasthesecondbiggestproportionofthosewhoshopthemostthere
（20.6％）.
22.BriefSummaryoftheResearch
Fromaboveresults,itseemsapparentthatconsumersaresatisfiedwithretailchains
onCroatia.Inaddition,rigidconnectioncanbeobservedbetweenconsumers・perceptions
（ofhowtheythinkthingsshouldanddowork）andtheirultimatesatisfactions（withhow
thingsactualywork）.Perceptionscanshapeconsumervaluesaswelasourexpectations,
andthen,expectationsinfluencegreatlytheirlevelofsatisfaction.Fromaltheaverage
andfromaltheresults,generalconclusioncanbebroughtoutthatconsumersareprinci-
palysomewhattomostlysatisfied.
However,thereare,indeed,someconcernsrelatedtoabovesixdimensions.Someof
themaredirectlyrelatedtostoreoperations,restofthemareindirectrelations,otherare
relatedtochainstoremanagement.
－Cashdeskinretailchainsisregardedasinsufficient,eventhereare,someofthemarenot
working.
－In-storepromotions,tastingsandpromotionaldiscountsandactions,aresometimes
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Table9 Overallsatisfactionforeachretailchains
Konzum
Spar/
Interspar
Kaufland Lidl Bila Plodine Ostali
5.24 6.06 5.91 6.09 6.00 5.87 5.71
regardedasnotenough.
－Privatelabelsaresometimesregardedaslowerqualityvis-a-visproductsofwel-known
brands（nationalbrands）.
Thosecanbeobservedinslightlyloweraverage,eventheystildon・treachthe・negative・,
butdissatisfactorylevel.Nevertheless,therecertainlyisaroomforimprovement.
Ⅲ.DevelopmentofAnalyticalFramework
Sofar,consumerperceptionstoretailchainstoresinCroatiahavebeenlisted.Inthis
section,ananalyticalframeworkwilbedeveloped.Forthisaim,therearetwomaintasks
asfolows.Thefirstoneistoreviewsomepreviousrelatedtheories.Thesecondoneisto
addsomeadjustmentforcomparativeinternationalinvestigations（Duineveldetal.,2000;
MalenaandHeinrich,2007）.Comparativestudy,especialyinternationalcomparative
investigationsinherentlyinvolveconceptualandmeasurementproblems.Toavoidthese
problems,thereneedseveralnotifications.Theremainofthissection,first,previousre-
latedstudieswilbereviewed.Theyaremainlyaboutcustomervalueandcustomersatis-
faction.Second,theanalyticalframeworkwilbedeveloped.
31.RelatedResearchonConsumerSatisfaction
Customersatisfactionhasbeeninvestigatedalotbecauseithasbeenregardedasone
andthemostimportantachievementinmarketingpractice（TseandWilton,1988;Spreng
etal.,1996）.Manyempiricalinvestigationsincludedconsumervalueandconsumerexpec-
tationasthefactorswhichdeterminedconsumersatisfaction.Thispartwilreviewmainly
onconsumervalue,consumerexpectation,andconsumersatisfaction.
ConsumerValue
Generaly,valueisderivedfrom how welaproductaccomplishesitspurposeand
whatareitsbenefits（bothperceivedandachieved）inrelationtocost.Benefitscanbe
functional,economicandpsychologicalrelatedtoproduct,service,peopleandimageand
togetherthispresentstotalconsumerbenefit.Intermsofcosts,consumersincurtime,
energy,psychologicalandmonetarycostswhichconstitutetotalconsumercost.Thus,
customervaluevalueforaconsumeristheevaluationofanobjectintermsofwhich
generalbenefittheconsumermightgetfromconsumingit.Assuch,thevalueatstakein
consumptionistiedmuchmoretotheconsumptionexperiencethantogeneralexistential
valuesoftheperson.Thus,itissuggestedthattheconsumerexperiencemaygenerate
eightdistincttypesofconsumervalue:
Efficiency:referringtoalproductsaimedatprovidingvariouskindsofconveniencefor
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theconsumer.
Excelence:addressingsituationswheretheexperienceofqualityistheprimemotivation.
Status:whentheconsumerpursuessuccess,andengagesinimpressionmanagementand
conspicuousconsumption.
（Self-）Esteem:situationswherethesatisfactionofpossessingisinfocus,asisthecase
withmaterialism.
Play:thevalueofhavingfuninconsuming.
Aesthetics:searchingforbeautyinone・sconsumptionof,e.g.,designerproducts,fashionor
art.
Ethics:referringtomotivationsbehind,e.g.,moralyorpoliticalycorrectconsumption
choices.
Spirituality:experiencingmagicaltransformationsorsacrednessintheconsumption,as
knownfromdevotedcolectors.（Solomonetal.,2002.pp.116117）
Forabovediscussion,consumervaluecanberegardedassomethingwhichincrease
consumerwelfare（Holbrook,1999,p.2）.Someofthem areobjectivelymeasurable,but
othersaregeneralybasedonsubjectiveexpectation.Consumerexpectationisinfluenced
bygoaland/orpurposeofconsumptions.Concerningtheconsumptiongoalsorpurposes,
recognizedaretwobroadclassificationsvalue-in-useandpossessionvalueandwhatacom-
panymustputeffortintounderstandingfirstisjustwhichistheultimatepurposeaprod-
uctshouldachieveforcustomers.Solomonetal.（2002,p.109）stated,・Aperson・ssetof
valuesplaysaveryimportantroleinhisorherconsumptionactivities,sincemanyprod-
uctsandservicesarepurchased...toattainavalue-relatedgoal・.Movingtotheoutcomes
orconsequences,thesecanbe,naturaly,positiveornegativeaswelasobjectiveand
subjectiveinbothcasesandvalueinthissensearesimplytheresultofthetrade-offbe-
tweenthetwoasperceivedbyconsumers.Finaly,whataparticularusesituationrequires
alsoinfluencesconsumers・judgmentsoftheproductandwhenwithinaparticularuse
situationthesetwo［productandconsumer］cometogethervalueisobtained（Woodruff
andGardial,1996,p.59）.
ConsumerExpectation
Consumersshapetheirexpectationsbeforetheirbuying.Theseexpectationsarebased
onwhatacompanypromisestodeliverandwhatitcommunicatesaboutitselfandits
products/services.Expectationstronglyinfluencesnotonlythemotivationtobuythe
goods,butalsoconsumersatisfaction.Therefore,consumerexpectationhasbeenstudied
alot.Inearlystudyonconsumerexpectation,Cardozo（1965,p.245）definedconsumer
expectationassubjectiveratingofproductvalue.Comparedtothisattributetypedefini-
tions,OlsonandDover（1976）suggestedcognitiveapproachtoconsumerexpectation.
Theyworriedthatattributeapproachcoulddevelopthetheoreticalresearchquestions,
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namely,whysomeconsumertendstopayanattentiononthespecificattributes.They
noticedthatwascognitiveprocesses.
Specificaly,byconsideringexpectanciesasglobalproductattitudes,researcherstend
toignorethecognitiveprocessesunderlyingattitudeformationandattitudechangedueto
adisconfirmationexperience.Inordertofocusresearchonthesecognitiveattitudeproc-
esses,theexpectationconstructmustbegivenaprecisemeaningthatwilunambiguously
identifyitscognitivenatureandpositionittheoreticalyvis-a-visothercognitiveelements.
Tothatend,werecommendthatconsumer,productexpectationsbeconceptualizedas
individualbeliefelementsinaconsumer・scognitivestructureregardingtheproduct.
Thus,consumerexpectationisdefinedasabeliefwhichisone・ssubjectivejudgment
regardingthelikelihoodofaproductpossessesacertaincharacteristicorattribute,orwil
leadtoaparticulareventoroutcome.Essentialy,beliefsandexpectanciesarethesame
cognitiveconstruct,althoughsomemaywishtousethetermexpectationonlywhenrefer-
ringtoabeliefjudgmentregardinga・futureeventorstateofaffairs・.（OlsonandDover,
1976,p.169）.
ConsumerSatisfaction
Therearemanytheoriesofconsumersatisfaction.Itisnosurprisethenthatthereis
somuchfocusandattentionpaidtocustomersatisfactionandthatthishasbecomean
ultimategoalformarketersinrecenttime.Here,importanttaskistoshowtherelations
amongconsumervalueandconsumerexpectation,andconsumersatisfaction.Generaly,
consumersatisfactionisdefinedasa・representationofthecustomer・sreactiontothevalue
receivedfromaparticularproductoffering・（WoodruffandGardial,1996,p.86）.Inanother
generaldefinition,KotlerandKeler（2012,p.150）providedadefinitionofsatisfactionas
・aperson・sfeelingsofpleasureordisappointmentthatresultfromcomparingaproduct・s
perceivedperformance（oroutcome）toexpectations・.Astheymentioned,theextentof
thegapbetweentheperformanceandexpectationsdetermineshowmuchconsumerswil
besatisfiedordissatisfied,whethertheywilbedelighted,disappointedorjustsatisfied
withtheproduct.
WoodruffandGardial（1996）directlylinkedcustomervalueandexpectationwith
consumersatisfaction,asitembodiesthecustomer・sresponsetothevaluereceivedfroma
particularproductoffering.Inotherwords,theystated,・customer・spositiveornegative
feelingaboutthevaluethatwasreceivedinspecificusesituation・（WoodruffandGardial,
1996,p.95）.Insuchsituation,consumersevaluatehowmuchtheproductsatisfiedtheir
expectation.Productperformance（itcanbedescribedasseveralparameters）shapes
customers・expectationsthatinturninfluencetheirpreferencesandchoicesshouldbe
givennecessarylevelofattention.Rigopoulouetal.（2008,p.984）noted,・Inthecontext
ofretailing,satisfactionmayrefertoeitheracertainproductattribute,thesalesperson
and/ortheoveralexperience.Althesearerelatedtothe・transaction-specificsatisfac-
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tion・whichisapost-experienceevaluativejudgmentoftheparticularpurchase.・
Onedominanttheoryisconsumersatisfactionasexpectancy-disconfirmationmodel.
Disconfirmationisjustthedifferencebetweenwhatwasexpectedandwhatwasreceived
andassuchitisaresultofcomparingtheperceivedperformancewiththecomparison
standard,whichrepresentsexpectedproductperformance.Comparisonstandardcanbe
derivedfromorbasedonnotjustexpectations,however,butalsoideals（whataconsumer
thinkisidealperformance）,competitors・performance（s）（whichconsumersmaytakeas
standard）,otherproductcategories,marketerpromises（asoutcomeofmarketingcommu-
nication）,andindustrynorms.asWoodruffandGardial（1996,pp.8792）discussed,satis-
factionisnotmerelyaresultingevaluationfromconsumer・sresponsetothecomparison.
Clearly,itisimperativeformanagerstounderstandwhichorhowmanystandardstheir
customersmaybeusingtojudgeproductorservicesatisfaction.・（WoodruffandGardial,
1996,p.93）.
32.AnAnalyticalFrameworkforInternationalComparativeInvestigation
Measuringconsumersatisfactionisnotbyalmeansaneasytaskbutisanecessary
oneforcompaniestopursue.AsKessler（1996,p.4）whiletalkingaboutCustomerSatisfac-
tionSystem（CSS）notes,・Ifyouarenotmeasuringit［consumersatisfaction,noticedby
authors］,youarenotmanagingit・.Measurementmeansvisualizationandsubstantiation,
thus,measurableconnectstomanageability.Companiesshouldasktherightquestionsin
ordertogettherightanswers.WoodruffandGardial（1996,p.221）concur,・Youhaveto
becomeadeptatusingdatatotracktrendsincustomersatisfactionlevelsand,mostimpor-
tantly,tounderstandwhatdrivesthatsatisfaction・.Speakingaboutconsumercomplaints,
thisiscriticalissueforacompany.Namelythisisbecauseconsumersarenotwilingto
complainandratherjustswitchtocompetitorwhendissatisfiedthantrytosolvethe
problemwiththecompany.Kessler（1996,p.63）reportedthat96％ofdissatisfiedconsum-
ersnevercomplain,or,otherwayaround,only4％ docomplainandconsideringthatusu-
alyatanytimethereisabout25％ ofdissatisfiedconsumersitisclearhowhugeconcern
thisis.Moreover,typicaly68％ ofthosewholeavethecompanyleavenotbecauseof
productdissatisfactionbutbecauseofdissatisfactionofhow particularcompany・sem-
ployeetreatedthem.
Aspreliminaryinvestigation,thispaperemployedsixdimensionsandrelatedvari-
ablesformeasurements.Forabovediscussions,consumersatisfactioncanbedescribedas
Figure3below.
Figure3isconstitutedbythreeelements.Theyaresixmeasurabledimensions,two
constructvariables,andperformanceasthedependentvariable.Thisframeworkis
depictedas,socaled,structuralequationmodeling.Thismethodcanidentifyobservable
relationandlatentrelationsimultaneously.Asamethodologicalissue,consumervalue
andconsumerexpectationarebothhypotheticalconstructs.Theyarenotsubstantial
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entity,justconceivableconceptsasthesameaspersonality.Personalityisconstruct,not
aphysicalentity,butitismeasurablethroughobservingone・sbehavior.Soareconsumer
valueandconsumerexpectation.
Consumersatisfactionisinfluencedbytwoconstructs,consumervaluesandconsumer
expectations.Theserelationsareinrightpartofthefigure.Instructuralequationmodel-
ing,thiscausalrelationiscaledasstructuralvariablerelation.Contrast,consumervalue
andconsumerexpectationcanbemeasuredbysixdimensions,rigorouslysaid,variables
indicatefordimensions.Forexample,consumervaluecanbemeasuredbyhowmucha
consumerpreferstoclosenesstotheretailchainstore.Inanothercase,consumerexpecta-
tionwilbeabletomeasurethroughthequestion,howmuchaconsumerevaluatesprivate
labelquality.
Asalreadydiscussed,Croatianconsumersgeneralyexpressedhighsatisfactionboth
consumervaluesandconsumerexpectationsthrough six dimension questionnaires.
Therefore,whentheresearchwouldexecutestatisticaltesting,thismodelcouldshow
positiveandstatisticalysignificantrelations.
However,here,moreimportantly,issueisthathow meaningfulcomparisoncanbe
done.Thisstudyassumesculturaleffectmightworkinevaluationprocessinbothcon-
sumervalueandconsumerexpectation.Namely,consumersinonecountrywilshow
strongpreferencesthanconsumerinanothercountrywil.Thisisjustalogicalassump-
tion,butsomehowbasedonculturaltendencyingeneral.Japaneseconsumerspreferto
emphasizeonproductqualitymore,therefore,theirconsumerexpectationstendtolower
thanCroatianconsumerexpectationsshow.Thismeans,namely,consumersatisfactionin
JapanwilbelowerthanitsinCroatia（Figure4）.
Figure4showshypotheticalrelationsbetweenconsumervalueandconsumerexpecta-
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Figure3 Ahypotheticalframework
tionandconsumersatisfaction.Thisfigureisconstructedbytwodimensions.Thehori-
zontalaxisreferstothelevelofconsumervalueandconsumerexpectation.Bothcanbe
measuredbyconsumerperceptionsthroughquestionnaires.Thevariablesinhorizontal
axisworkasindependentvariables.Theverticalaxisreferstoperformance,namely,con-
sumersatisfaction.Thelevelofconsumersatisfactioncanbemeasuredbytheconsumer
perceptionthroughthequestionnairesurveyaswel.
Structuralequationmodelingcanestimatethemagnitudeofcausalitybetweencon-
sumervalueandconsumerexpectationandconsumersatisfaction.Thisfigureindicates
twotheoreticalforecasts.First,consumersatisfactionvariesdependingonthelevelof
consumervalueandconsumeexpectation.Perhaps,thehigherconsumervalueandcon-
sumerexpectation,thehigherconsumersatisfaction.Eventhough,culturaldifferences
wilworktoweaken,orenhance,suchcausalities.Inthefigure,culturaldifferencesen-
hanceCroatianconsumers・perceptions,weakenJapaneseconsumers・perceptions,asan
example.Indeed,thismustbetestedbyinternationalcomparativeinvestigations.
Ⅳ.Conclusion
Thispaperplannedtoexploremainlytwotasks.First,toshowwhattheconsumers・
perceptionsaboutretailchainsinCroatiaare,andmoreimportantlyhowmuchsatisfied
theyarewiththemintermsofbothinoveralaswelaswitheachaspectordimensionof
relatedshoppingexperience.Second,todevelopthehypotheticalframeworkfornext
internationalcomparativeempiricalinvestigations.Here,asummarywilbeprovidedand
somediscussionwilbedone.
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Figure4 AHypotheticalModelofRelationsbetweenConsumerValueand
ConsumerExpectationandConsumerSatisfaction
BriefSummaryofThisPaper
Thispaper,first,reportedthepreliminaryresearchofshoppingsatisfactionofCroa-
tianconsumers.Theresearchwasdesignedbybasedonconsumervaluedimensions.This
studyemployedsixdimensions:location,service,organization,pricesandpromotion,store
imageandprivatelabels.Thisstructuremustbeusefulfornextinternationalcomparative
investigationsbecausethesesixdimensionshavebeengeneralandprevailedresearch
framework.Despiterelativelysmalsamplecolectedintheend（310respondents）,the
resultsoftheresearchstilareconsideredasveryinsightful,usefulandindicativesincethe
samplewashighlydiverseintermsofsocio-demographicandothercharacteristics.The
resultgeneralyshowedoveralconsumersatisfactiontoCroatianretailchainstores.
Concerningtheresults,importantistonotethatretailchainsthatthehighestnumber
ofrespondentsstatedasonesinwhichtheyshopthemostwereKonzum,Spar/Interspar,
KauflandandLidl.Highlevelofsatisfaction,characterizedbysignificantmajorityof60％
andovereithermostlyortotalybeingsatisfied,wasshowninfivecases（althebrands
sold,location,employees,interiordesignandorganizationingeneral,imageandreputation）
plusinthecaseofoveralsatisfaction.Fromaltheresults,bothintermsofconsumers・
perceptionsandsatisfactionwitheachaspectandinoveral,clearlyitisseenthatconsum-
ersaresatisfiedwithretailchainsonCroatia.
However,theresultsarestilpreliminaryandjustdescriptivestatistics.Here,there
needtoadd,atleastthreeanalyses.Onecanbeappropriatestructuralequationmodeling
asfolowingFigure3.Anotheronecanbecomparativetestingamongstores.Andthird
onecandescribecontemporaryconsumermodelinCroatia.Aspreviouslymentioned,
consumerstodayexpectanddemandmoreandmore,andtheyknowmuchaboutwhat
theyexactlywantandneed.Retailchains,inthisregard,arenotexcludedandinrecent
timestheyexperiencedineffectlotofchanges,expendinginscopeandoperationsand
consequently・eatingup・smalconveniencestores.Sinceconsumersnowadaysareso
muchmoreinformedandmoredemanding,retailchainsandalothercompaniesforthat
matterhavemadeincreasingeffortsintosatisfyingconsumersandmakingthemcentral
focusoftheirattention.Stil,consumersatisfactionandalrelatedtoit（measuringit,
improvingitetc.）remainsanissuecontinuouslytobeworkedon.
ForFutureResearch
Thisresearchwilbeexpectedtocontributere-defininginternationaldevelopment
patterntheory（Vernon,1966）.Thetheorydiscussedtwoissues.First,itdiscussedthe
transitionofproductdevelopmentmodesamongthecounties,originalyVernon（1966）
discussedthreetypesofcountries:UnitedStates,Otheradvancedcountries,andless
developedcounties.Figure5showsonlytwotypesofcounties,forbecomingchaotic
figurewithmanylines.Eventhough,twotypesofcountriesprovideenoughinformation.
Second,thistheoryalsoprovidestheideaforeconomicdevelopmentinacountry.
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Thefigurehastwoassumptions.Thefirstoneisrelatedtothehorizontalaxis.This
axisdepictstheproductdevelopmentstages.Stages,here,meanproductinnovativeness.
Thetheoryassumesthatthelocationofproductionwilbemovingaroundtheworld.
Dependingonproductioncost（laborcost）,productionlocationofthetypeofproduct
（new,matured,andstandardproduct,respectively）wilbemovingfromhighlaborcost
countriestothelower.Thesecondoneisrelatedtothemeaningofthelines.Thelinesin
thefiguredescribeproductionandconsumption.Thistheoryassumesthatexportwould
beginwhenproductionexcessedoverconsumption,andimportwouldbeginwhencon-
sumptionexcessedoverproduction.
Then,considerthefigure.Here,thefigureshowstwotypesofinternationaltrade
patterns.OnereferstoUnitedStates・pattern,intheupperpart.Anotheronereferstoless
advancedcountries（lowerpart）.Thelattertypeofcounties,now,arecaledtheemergent
countries.Sincealcountriescandevelopeconomicaly,thedescriptionforlessdeveloped
isnotpoliticalycorrect.Buthere,onlythereasonVernon（1966）usedthatword,this
paperemploystheword.Focusononespecifictypeofcountry.Forexample,interna-
tionaltradepatterncanbedescribedbytwolines:productionandconsumption.Accord-
ingtothesecondassumption,thefigureindicatestheinternationaltradepatternis
dependedonrelationbetweenproductionandconsumption.Ifproductionexcessesover
consumption,surplusofproductiontransferstoexport.Contrasttothesituation,ifcon-
sumptionexcessesoverproduction,thecountryimportsproducts.
Accordingtothistheory,consumervalueandconsumerexpectationmustbevaried
bythelevelofeconomicdevelopment.Comparedtonewproductswithstandardproducts,
consumerexpectationstotheformerproductwouldbehigher（severer）.And,consumer
expectationtostandardproductswouldbelower.
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Figure5 Vernon・sInternationalTradeandInvestmentPattern
（Source:Vernon,1966,p.199,FigureI,modifiedbyauthors）
However,intherecentdays,evennewproductsproductioncanbeplacedintheemer-
gentcountriesandsoldthem simultaneouslyalovertheworld.Thetheoryshouldbe
modified.Forexample,newproductexportbeginsfromlessdevelopedcountries.There-
fore,UnitedStatesandotheradvancedcountriesimportthesenewproductsfirst.Moreo-
ver,theproductionitselfmovestotheselessdevelopedcountries.Atleast,thereare
severaldevelopmentpatternsamonglessdevelopedcounties,suchasbetweenChinaand
India,andthelateEasternEuropeancountries.Theyhavecompletelydifferent.Theoreti-
caly,includingthemasonelessdevelopedcountriescategorymustbewrong.
Figure6isdescribingahypotheticalnewmodel.ProductioninAsianemergingcoun-
triesareextraordinaryhuge.And,consumptionsfornewproductsinemergentcountries
ishugeenoughtoabsorbthemostpartofproductionalovertheworld.Furthermore,
theseconsumptionscoveralovertheproductcategories,fromthemostinnovativebreak-
throughproductstocommodities,suchasdetergent.Actualy,everyproductisimported
toAsianemergingcountries,specificalyChina.ComparedtoChina,EasternEuropean
countrieshasonetenthpopulation,thusconsumptionscalefolowsthesepopulations:
Bulgaria（7,545）,Rumania（19,040）,Hungary（9,985）,Czech（10,369）-Slovakia（5,445）,East-
ernGermany（16,111）,Poland（38,485）（unitthousand,in2014,exceptthelastEastern
Germanyin1991）.AssameasproductionsitesinChina,hugeforeigndirectinvestments
havebeendoneinEasternEuropesince1991.UnitedStates・patternmustbeneverhap-
penedagain.Globalizationforcestheworldbeflat,everycountryisgettingsimilar,even
invisibleculturalforceswork（Friedman,2005）.
Inthesameveintoworldproduction,consumptionpatternsineachcountryarerap-
idlychangingaswel.Theseconsumptionswilconvergenceasmalnumberofpatterns.
Notnegligiblenumberofconsumersprefertobuythenewestinnovativebreakthrough
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Figure6 AHypotheticalModelforNewPatternsofInternationalTradeandInvestment
products.Theseproductstendtobestandardizedovertheworldwide（Cahliketal.2005）.
Accordingtothisinternationaltrade,consumptionpatternmightbegettingsimilar.The
internationalcomparativestudyshouldbedoneinahurry.
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